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CreativeMedia

50% AS IMPORTANT AS MY TALK SUGGESTS
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COMMUNICATIONS

  (Promotion)

DISTRIBUTION
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PRICING

 

25% IMPORTANCE



DIAGNOSIS

     
STRATEGY            

• TARGETING
• POSITIONING
• OBJECTIVES          

TACTICS

8% IMPORTANCE
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Emotion

Best Possible



Awwwww…. Emotion 



Startled
Anxious

Frustrated

Proud 

Revolted 



Emotional Ad with Low Fluency







 = 1265

The Power of (any) Emotion
Brand Effects Business Effects
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Within vertical quartiles: Top vs Bottom quartile Star Rating, with top quartile Fluency Rating. 1265 US, Europe, UK & Ireland campaigns between 
2007-2023 from the Effie Case Library (2017-2023 program years). Ads tested with System1’s Test Your Ad with 200,000+ Global Respondents.

Emotion 







None of this Matters without….

All Brands
No. of Brand Effects

Fluency      Distinctiveness       Codification       Branding

n = 1265
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Emotion x Fluency
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Chance of High Fluency depends on DBA Type



% Audience
Brand Recall

Chance of High Fluency depends on DBA Frequency 



Palette of DBAs Application of DBAs

• Vulgar
• Overdone

• Playful
• You can’t overdo it

•  7 codes per ad

•Careful  
•Choiceful

•Controlled
•You can overdo it

•Logo plus 3
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Emotion x Fluency x Time

Campaign Duration
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Emotion x Fluency x Time








% campaigns achieving incremental profit
Emotion x Fluency x Time
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THE         PORNOGRAPHY

                  OF 
     CHANGE



 New Marketing Rules
 Unprecedented Change
 Shrinking Attention Spans
 So many new tools



Compound Creativity

Top
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 ¼

n = 139

139 US and UK brands coded for 13 different creative consistency features over 5 years matched to the Effie Case Library. 
Split into quartiles, see “Compound Creativity” for more

Brands split into Creative Consistency Score quartiles, 
matched to the UK & US Effie case library (measured over 5 years)
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Average ROI 
(Per Dollar/Pound/Euro)

% campaigns achieving 
incremental profit

Avg. No Business Effects

139 US and UK brands coded for 13 different creative consistency features over 5 years matched to the Effie Case Library. 
Split into quartiles, see “Compound Creativity” for more

Brands split into Creative Consistency Score quartiles, 
matched to the UK & US Effie case library (measured over 5 years)n = 139

Compound Creativity
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Three factors and One Medium

Campaign Duration

Within vertical quartiles: Top vs Bottom Star Rating & Fluency Rating. 1265 US, Europe, UK & Ireland campaigns between 2007-2023 
from the Effie Case Library (2017-2023 program years). Ads tested with System1’s Test Your Ad with 200,000+ Global Respondents.
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Fluent & Emotional 
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+TV as primary touchpoint
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